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Brewery is a restaurant located in

are, St. Louis, Missouri. Combining

f good St. Louis eats and a unique,
istillery process their aim was to create
hnd focused on the simple pleasures in
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hose to keep the logo the cent
Ptterhead, business card, and enve
Dne. The business card features the
ront with all of the business informatio
packside of the card. The information o
Df the card is set in the shape of a square

0 the brewery’'s name and the business c4d

quare in shape itself further nods to the loca
f the business being on a street square. The
the envelope is the first piece to include the
ondary geometric pattern that will be carried O
\Lghout the rest of the design. These interlocki
es connect the modern theme while still tyeing
epetitive element of the square but in a new
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STEVECABGUAREONEBREWERY.CY

514755144

SQUAREONEBREWERY.COI
1727 PARK AVENUE
ST. LOUIS, MO 43104
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d, great drinks, and excellent compan

to create an atmosphere that wa

eally focused on drawing |
o \Vith these o

coming,
ymicro-brewery
Ose to utilize a sanserif
e logo. The vertical stacking
e ooX 1N Itself which balances the box in the upper
right corner. Limiting the logo to one color enables a clean and cohesive
design that easily translates onto any surface.
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FOR CASH UNLE — . JeUARE OME BREWERY
15 MOT RESPOMSIBLE IF THIS GIFT CARD 15 LOST, STOLEMN
DESTROYED, OR USED “w/HTOUT YOUR PERMISSION. FOR CARD
BALAMCES, AMD TO SEE LEGAL TERMS AMD COMDITIONS
FLEASE GO TO ‘Wia/'w/ SQIUARECOMEBREWERY. COM/ GIRFTCARD.
CARD HAS MO WVALUE UNMTIL ACTIATED. THAMNE YOI




¥ h - The salt and pepper shakers featured
n PRt BY S _ below continue the pattern of
!M ;= W e v , \ E IR % PPUC T0-00 DOXCO Do
J " 5 e A T et ¥ he black and white colors
1 - Creates a coordinating, but

|, design while the sanserif
b the clean/sleek look.
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Above are thq
of the compa
draw the vie
most drivers

billboard desig
PN its superior food
itention while the [imM\
ve only a few secondsy

e displayed throughout
therefore it is the foc
ble the billboards to
N essage.

Louis area. The message
e signage. Colorful images
i information overload when

tard and ketchup bottles
> the interlocking squares
but feature a close up
so that they coordinate
other pieces but the
cd use of that pattern
pt get repetative, dull, or
ible. The muted use of
nd red ensure that thg
O NOot contrast
M Ni1e DAL

gand yellows of the
g itself,

The 10-go bag and box Teature the logo front and center while incorporatin “great drinks” and “good eals
mentality of the restaurant. Additionally, the pattern on the side of the square box continues to tie in the square
element of the design in a subtle but visually interesting way that accents the rest of the peice.




e cutting boards, as

gy ifying the restaurant
or food and

D 10 reveal an

b are meant
ts may be
J\wiches,
preserving

brewery. There would be two separd
aking everything easily accessible.




The first three imag ured on this page are the section headers W
dishes that fall und henu page similar to those featured on the le
menu. All of the ¢ crs are listed along with an explanation under &

enu. They are each paired with b page below listing all of the

he fourth section on this page | inside pages for the drink

he colors used throughout the c muted, complimenting the
colors of theds L DUilding itself.




Branclinq: Spipills ol[ Sll. Louis

Square One Brewery

B o stand out on
Pt St. Louis is a distillery brane yhiskey
rand was named as a play on wors St
Lindbergh’s airplane that he flew on ¥
designing this brand it was important to e
tinct difference between the already establl
crefore the whole point of inspiration for the D
ed the name in the first place: aviation. This brd
photography and a completely new color schem
ishing it from the Square One brand.

The feature colors of this
design are red and blue with
accents of yellow, with the first
two colors acting as a nod to
both the American and French
flags - the two contries involved
in the famous flight. In order to
seperate the two categories
within the Spirts business,
distribution to grocery stores
or restaurants, the stationary
was designed in both colors
for easy organization. Similar
the evelopes have mirroreg
designs in both blue and
although only the red dg
s featured. The phg
featured on thee

' e

ons for the rest

of the designs.
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the traditional s
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text. Limiting th
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carrying a slivg
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beyond Sigg
Th{
thatem O S

take a closer look.

S business cards would be
and size with the back of the

n collage of the images and

to one color aids in creating
used on controlled chaos. By
design on the back to the
pther and adds some interest
0 the text and the logo.
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oye and employ them to
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Fach
recipe .
front for an indiviy crience with each drink.

d, Fashioned

The three different types of drink ithin the
kits are Mint Julep, Whiskey Sour, a ashkaned
- providing a variety for all the whiske
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Th of the J. J. Neukomm Whiskey wa

de ed looking paper as a nod to the care

th eukomm” label and text appear on the fro
al dea that the Spirits of St. Louis owners pay

All s centered around the flight of
Lin was designed with the intention of
CO adding layers to the story. Ev
t a vintage luggage t
en all of the

packaging is displayed together the looks coordinate
- portraying a vintage handcrafted look inspired by a
classic moment in aviation history.

J NeuLomm - Misso

ired by the airplane that Lindbergh flg
hat goes both into crafting the g
while the actual blueprint mj

{0 the details and add thyg

e Atlantic Ocean. It consists of bluepl
Yihe whiskey. The unique aspect of this des
FEeen when looking through the whiskey itself.
touches that make their whiskey extraordinary:.
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LINDBERGH DOES IT! TO PARIS IN 33 1/2 HOURS;
FLIES 1,000 MILES THROUGH SNOW AND SLEET;
CHEERING FRENCH CARRY HIM OFF FIELD
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bpirits of St. Louis company is thy " The defining

pf hops to create a unique, smod - With hops being

p focus of the packaging was to s. Utilizing a dark
pden barrels that the whiskey is e “Hopskey” focuses
I in the making of a superior dri he colors green

into the other two whiskey bo ated hops mirror

y bottle designs while add of the design.
design is not on th
ging and custom cOroreaggage tag ttat aCo

Another whiske)
aspect of this creaX
the central emphasi
brown background refi%
on the all natural materia
and brown furthermore tyin§
the illustrated styles of the oth\
Although the central focus of thit
narrative through the newspaper p
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ed around the flight
simplified street map
states and countrie
in the “Hopskey” w
accents the dar
larly, to the ot
ccieve its O

Pok from New York to Paris. The lines
ation of black and white countries act
white look creates a classic design while
Fign. The white background representative
ur itself which is why the drink originally
ermont Night” will be wrapped in a replica

| lugguage ticket to France.

within the

O

ID LIKE TO THANK
ALL THE WHISKEY
ENTHUSIAST. AND
GREAT MIXOLOGIST
THAT PICK UP MY
BOTTLE OF VERMONT
NIGHT LIQUEUR AND
PHARE IT WITH YOU.
ANK YOU ALL FOR
R SUPPORT!I CHEERS.

the green acQ
of the water co
recieved its "nig]
newspaper deg
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hottles found
To-Go Kits feature

within

- s i Arr either y ooint, New York, or
PR (5 TR TR TA the ¢ 1, France, of the flight.
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he incorporation of the
e design while preserving
Biled street designs.
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The two poster designs below focus

tHerent buildingg gn
he tied tg
poline. By portraying twO'N
famous structures on camp
catching illustrative layout e
the idea that while Truman hg
history it is also a school that
afraid to do things differently.
these posters also serve as g
getting artworks that intrigue
look closer to absorb the det

Fi ;
o

mailed to prospective
ents are featured

. These incorporate
inages from
verlayed with
featured colors

brand was an il
enabled me to ¢
my hand-skills and
abilities. In approachi
to challenge the univers
approach when recruiting N
students. Previous branding 8
for Truman have focused on an
amount of purple and cliche imag\
students smiling on the quad and i
books or students studying. A central
of this campaign was to empower Truma
State to stand out compared to other
universities through the utilization of good
design and engaging illustrations.
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t features
" with a
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(Ck phrase
perior aca
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point. lllustr
|dings are
these desi
e folder
cnts reciev
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sel
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back t
to the w&
potential
when visiting
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an informational booklet created th{
ould be handed out or mailed to prospec
students. The booklet itself slides into the
‘Don’t Follow” case and the die cut reveal;
the graphics on the cover pulled from the
designs of other pieces. This small booklq
contains quick facts about the university |
out in an easy to navigate fashion utilizin

FOLLGW

This is an informational booklet
created that could be handed out or
mailed to prospective students. The
booklet itself slides into the “Don’t
Follow” case and the die cut reveals
the graphics on the cover pulled
from the designs of other pieces.
This small booklet contains quick
facts about the university laid out in
an easy to navigate fashion utilizing
images and graphics.



PURSUE

WELCOME TO

TRUMAN STATE UNIVERSITY

ﬁ This folder contains all the forms and information you will need to officially begin
s T — your Bulldog journey. Before you jump into filling out all the paperwork, check out
I RlJ all that you have to look forward to when you arrive on campus...

STATE UNIVERSITY

PURSUE
DIVISION 2 PURSUE

1|200 STUDENTS l‘\ SPORTS TEAMS

TN (e o One challenge of this

° project was the inability

O alter the logo or slogan
ANNUALLY | Df the university. The

ont for the slogan had

HetpruL Lk D follow the university

GET INVOLVED AT TRUMAN: www.
ALL YOU NEED TO KNOW ABOUT KIRKSVII

RRSVLLE DALY XS AL ALY NEVAPAPRY pe-kit and the color
urple had to adhere to
e university dictated
shade as well. Thus with
these limitations in mind
| began to construct the
overall design themes.
The orange and green
colors to compliment
the purple. In addition,
the campus features
many historic brick
buildings surrounded by
greenspace so these
colors speak to those
physical attributes as well.

This unigue folder would
be given to students
when they visited the
campus. The front

flap serves as a rather
interpretive map of the
campus showcasing the
buildings throughout

the university. While the
left inside flap has many
quick facts regarding the
university and
campus activities.
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Included within the university
branding project was the
redesign of several materials
for a department on campus.
The Communication Disorders
Department focuses both on
academic mastery as well

Oompliment the overall dé
for the university | chose to
incorporate lighter shades of
the green/blue and the orange
to create cohesive looks.

To the left are two potential
designs for postcards which
could be mailed to prospective
students who have declared
an interest in majoring in
Communication Disorders.
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Mirroring the postcard on the previous
page, this book of quick facts about the
communication disorders department THE
relays important information in an easily
legible format with the incorporation of
infographics. The setup of this booklet
enables it to act as either a piece of /////)/1 OF [
literature sent in the mail or a handout
given to prospective students on visit day.
The illustrative design featured on the
“‘By the Numbers” page offers a solution

to portraying general information of the
e ———
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department and programs in an engaging
and relevant way.
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(o SUPROTE ¢ ree panels be ock potential dg & for the light post banners that the city could feature in the summer.
event the light eature a different banner that incorporate a focus on the fresh fruits
Ple at the farmer, et. By incorporating photography thegsas e 0N3asis the
Py these locally g ed foods but also the variety of i &
the repeated ¢j imagery of the logo as well g
ore.

Iy
1
[

A,

year from V¥

ber the small

of Kirksville, MG

al farmers market

pturdays. Farmers,

bmen, and more jour

re to sell goods on the

square. This event has
the attention of many
local families as well
RJe students. As the

ore Prore onar aesign,
website, and business plan in
order to reach a
wider audience.




Below {
to advertise 1

market which emp
importance of fresh
in many of summer’s {
meals like corn on the
or grilled kabobs. Theg
plate and gray backg
emphasis how boring i
can be without fresh | ;
IS a creative and uniqg
emphasize the need f
vegetables and fruit d
ummer while avoidin
images of tractors, far
platters of vegetables

and labeling
actual farmers
prs who may
ties to create
stickers, tags,
a vendor
postcards

Ut either to
subscription
ortant dates,
to check out

ARE YOUR MEALS

MISSING SOMETHING? A L MEALS

MISSING SOMETHING? tad

Mmarky
not have
these the
and logo st
may need. In d
that the farmers
local community m9
orto vendors as are
activities, or as a generd
the Market on the Square?

- o ik g peppees, manames, aned move! resh grown by kol
Ghe s e st veggables v

Susan Fi&gerald

Market Director

Above
that the Ma
the Square dire
volunteers, and
vendors could wear |
add to the communj
feeling for visitor

ac tag

neighboand all 8
a first name basis.
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don't know when or haw it happensd but somehow I became an
expert about golf courees. Now I know what you're thinking,
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as informed my boyfriend of this. After two years of dating and - 'S imorcdibly tediaus game. Alwagps
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golf couree toy vome of theae tips and 3

cxocllent way fo bogm undersfanding o
of the game. It Forocs you to count sir

and the time will pass mere quickly ;
aotually invosted in the game. Bow
ocan keamn some torms like “Double
“Par.” or “Bagh" yrou will scem Lk
any passerby.

that you paid ,ml

that carf so make

Diny drink. Playees on th
game fa finish. Homwewver,|
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your fosun. Unwind wit
of your ohoios whilc a &
cwoorfs you arcund the o

paying aftcalion o

far the galf Ealls oY
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amazcd how quickly time passcal

paragraph about the branding project t
d I really enjoyed it. | think that it turng
pace. Here is a paragraph about

PO Uare One Brewery. It was a gré
¥nd it was great. Now | am just trying
Woroject that | did for Square One Brew-
nk that it turned out well and it was great.
Poaragraph about the branding project that | did for
g Ojcct and | really enjoyed it. | think that it turned out well
and it was great. Now | am just trying to fill up space.

United States boasts (e safest f0od In the wortd Mayde so,
maybe nol. Each year one in four (itirens sefiers from food-
borne ilBaess, and some 5,000 people die from something ey
ate. From Did to kitches, risks Crop up everywhere.

e chief topics of o> ("

discisson one z b

mdsammer afermoon

maconfranceoom 3 R
the Conlers for Disease Control -
and Prevestion (CDC) egrownd  SRENS
boot, egpp. sabidx, Amonds, a=d
ciimtzo. This is no comvenation
bout Be lench meny bat 3 roview
of outhreaks natiomwide of disese
Qused by food.

Al the tabile are 26
epidemiclogiss - madical
Sstectives charged we
imvestigatng the mysterious Haks
betwoen contaminated food amd. ™

the Siness & causes. The storks 2re not those 1 expect 1o he, of peopic
griting sick from arinking unpestucriaed milk of cxting deviled cggs
Jeft 100 loag In S hot san 2t 2 pecaic, it taies of peopie dckemed by
contaminzed pandey and scailions, cantaloupes, leaf ketuce, sprous,
orange juice 3nd Akmonds; reXigeraied poteo siad, o, chicken,
sxixmi, and beans; dot dogs, 4ol mexs hambergers. The 0d aulprits
were sorved 22 kilchens, restaumants, and nerdng homes, on qulse
ships and farms, at charches a=d cpb.rm-mm.moc«mg:n
casinns, day-care cenlers.

This project enta™
redesign of a Nationd
Geographic article invo
food safety. | chose to fea
an image that | took in Spai
When | studied abroad
one cultural difference that
surprised me was how
food was left out on public
counters for hours and meat
was left unrefrigerated. Both
of these seemed unsafe food
practices and immediately
came to mind when reading
this article. With a detailed
image | chose to keep the
layout and colors simple.
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Dos’lep Desiqns:

CHANGE THE

ed a poster design
A design contest.
e vpographical
drive at all
projects whether professional or student
begin with a pencil, a blank piece of paper,
and a great idea.

This projef
> for the g

My fQ
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| first visited the town of
Steamboat Springs, Colorado
when my boyfriend moved
there for work. The simple
beauty of a quaint town
nestled in the shadow of
an enormous mountain
remarkable. After two y¢
working in the town m

TaYala RV 1N aYaW==

VV \ U S
Springs so | wanted to
him something to reme
the town. In this poster |
to include all of his favorite
restaurants and activities. |
focused on getting all of the
details accurate, down to

the exact ski paths on the
mountain. My aim in creating
this gift was to give my
boyfriend something by which
e could always remember hig
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Anne’s red hair, mentioned
continuously throughout the
novel, inspired the use of
red as a central color within
the design. | chose to offset
it with tan as a nod to the
“Little Golden Book™ classic
children’s books.

“You don’t want me
because I'm not a boy!
This is the most tragical
thing that ever

happened to me!”
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|< Desiqn:
ne of Gpeen Gaues

us of this project was to choose a classic novel and design
cover, CD, CD case, and a point of purchase display that
it on a shelf in store. | chose to focus on Anne of Green
a childhood favorite, for this project. The book focuses
ng girl adopted by an elderly brother and sister living
Ed life in a small town. The story follows Anne and her

b gination as she assimilates to life in town. Throughout
(\nne’s opinion of her red hair serves as a symbolic
kNt of her maturity in this comming-of-age story.

f0 heavily incorporate her red braids into the covyg
A Anne’s simple, but whimsical style to be reflg
used a two-colored illustrative layout

in
with T
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b of each song is reflectq
I imagery chosen for thg

low, an interpretation’
ith death.
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The album that | chose to design was for Of Monsters and Men, a Swedish mfﬁ;‘:::::ﬁjmﬂ =

alternative folk band whose lyrics often involved symbolism incorporating nature S S T— . e o e

and animals. With this forming the basis of my design | chose to utilize photography M

and muted coloring to incorporate the reflective and rather melancholy sound of the ' wd"

music. This CD design included designs for a case, CD, and lyrics booklet. While all

three pieces incorporate different designs the subject matter, colors, and method of

Skaap until tha sun goes down

design resulted in a complete seamless collection. gl

"
% Through the woods we ran
W Some had scars and soma had scratches -
it made me wonder about thiar past

<
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After visiting
Queenstown, NZ in
August 2016 I fell in
love with the gorgy
scenery. Througy
this time | relieq
on travel broc
while they wqg
never thoug
did the town

ostown, N Z
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OMPLETE CUIDE  SSassey ure I wanted to keep the fo Ography as | thought the imagery o
: H.’EW[H][H 2016 i3 e lanQ oSt compelling arg ting. | chose to incorporate red a

color hbe™ PPCCns and blues served to emphas
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QueersTowh

This is the innermost section
to the brochure and the first
one seen when it is unfolded
and opened up fully. Itis the
view of Queenstown from atop
the “Queenstown Hill” and
commonly known as the spot
which best showcases the vast
landscape. The wild beauty

of the mountains, lake, and
surrounding woods in contrast
with the small town is sure to
inspire any traveler to want to
visit. The setup of the brochure
additionally enables this image
to be used as a poster either
for travelers or for advertising,
which could provide even more
publicity for the town. A contrast
of the bright red with the deep
blues results in an even more
vibrant image.
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N¢ - good Square One Brewery are 2 . and poorly designed website
C ~ff to potential cutomers T = 10 undertake a complete webstie
i a1 For me, it was key to focus on including

~_owaurant wanted to portray: good food, great drinks,
and a welcoming atmosphere. In order to express these charateristics | chose to include
lots of images of the environment and the food, a complete and easy to navigate menu, an
up-to-date list of beers on tap, as well as special events and contact information.
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~d 1o design a capitol report header for MO Re, tive Phil Christofanelli for
tal communications. In line with his portra. a modern, new, po
representative | chose to utilize simple, clean lines as well as a muteG co.or pallet in order to create
a sleek design. The accent color red is utilized as a nod to his party as well as funtioning as a
means to create contrast and a focal point within the piece.
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As a designer, | draw inspiration from
everything that I do and as a result all of my
hobbies, passions, and daily work influence
my design. | wanted to create a project that
truely captured all these different versions
of myself. Based off of books that | had
when | was a child, | chose to create a “flip”
book as a physical representation of the
metaphor that all of the different versions
of “Taylor” help influence me as a designer.
Fach page is cut into three sections one
for the "head”’, the “torso”, and the “legs”.
These then may flip independently of each
other allowing for the creation of new

bodies. The combination of different heads,

torsos, and legs results in the changing of
the sentence on the left side page.
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| chose to focus on myself as an avid
reader, a leader, a traveler, an event
planner, a designer, a student, a runner,
and the perfect fit for any design firm.

In presenting these charateristics |
emphasize the wide variety of skills that |
possess and how each of these not only
influences my design but enables me to
be a more well reounded individual. The
overall color scheme consists of cool
colors mainly focused on green and blue.
INn use as a personal promotion | wanted
this to corrdinate with my portfolio without
completely matching it.
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PRANDING

1. Square One Brewery
2. Spirits of St Louis
3. Truman State University
4. TSU Communication
Disorders Department
5. Market on the Square




PROJEC TS

1. Layout Designs

2. Poster Designs

3. Book Design

4. CD Design

o. Brochure Design

o. Website Design

/. Personal Promotion Projects
8. Capitol Report
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